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ABSTRACT 
 
Since the 1990s, with the help of economy and technology, communication 
industry has been developing very quickly. At present, communication industry has 
become one of the most profitable and promising industry in national economy. 
Meanwhile, it has become one of the most competitive industries. Faced with the 
vast market and the increasing competition, China Telecom, as the basic 
telecommunication operator, develops very rapidly on the one hand and meets with 
new problems on the other in the new market environment. Based on the fact that 
China Telecom is faced with various problems, this paper fully analyzes the sales 
environment and competitive advantages for China Telecom and makes a thorough 
study on the chance and challenge at present stage. Based on the characteristics of 
the telecommunication industry as the service industry and combined with relative 
theories of marketing of service, this paper also makes an elementary research and 
study on the sales strategy of service for China Telecom with relative opinions and 
ideas. 
This paper is divided into four chapters. 
Chapter One, Introduction explains the proposal and meaning of the study and 
recalls briefly the relevant theories of service, including the birth and development 
of the theory of marketing of service, the definition and characteristics of service 
marketing. 
Chapter Two: The analysis of the market environment for China Telecom. The 
first part analyzes the macro-environment of China telecommunication market; the 
second part, by employing the theory of Five Forces Affecting Competitive Strategy 
proposed by Michael Porter, analyzes the competition situations for China Telecom 
in the industry. 
Chapter Three: The analysis of the present situation and problems of service 
marketing for China Telecom. By analyzing the present situations of China Telecom, 














（Average Revenue Per User） value continues to decrease; clients’ loyalty lowers 
and the lost of subscribers remains high; malicious price competitions increase and 
China Telecom is in an unfavorable situation in the price war; the present brand 
system of China Telecom does not match the requirements of future strategic 
development. 
Chapter Four: The strategy of service marketing for China Telecom. Five 
strategies of service marketing for China Telecom are proposed in this chapter. 1、
Place strategy: The change of sales marketing to the combination of sales and 
service marketing, setting up four main marketing Places. 2、Products Strategy: 
Taking fixed telephone, broadband, PHS(Personal Handy phone System), the 
binding of multi-level services and the combination of products as the major 
products; implementing brand leadership strategy of the enterprise. 3、Price strategy: 
Carrying out flexible price strategy. 4、People strategy: Increasing the employee’s 
character and approval. 5、Service process strategy: Setting up service process for 
customers and consummating service processes from the angle of customers. 
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